the value of purchases as online retail shifts from being a special undertaking to being a part of everyday shopping.
• • Australian retailers are maintaining their share of this growth as Australian consumers maintain their strong preference for shopping with domestically based websites.
• The proportion of Australians who shop online is at the same level as New Zealand, Sweden and the United Kingdom and greater than the United States and Switzerland.
• Australians are frequent online shoppers. Three in ten Australians shop online weekly or more often compared to two in ten New Zealanders and one in ten Swiss.
• The combination of increased activity by internet users and the growth in the online population has seen considerable growth in the proportion of Australians making commercial transactions online. Those who made travel bookings online grew from 49% in 2007 to 73% in 2013, paying bills grew from 43% to 72% and purchasing event tickets from 36% to 65%.
• While not quite a turning point, 2013 does appear to mark a shift in consumers' attitudes to paying for digital content. 
Introduction

Initial analysis
This section presents the initial analysis of online retail data from the four surveys to examine the pattern of growth in key activities. In these tables two measures are used. Firstly the proportion of internet users in each year engaging in purchasing online and looking for product information online. This shows how popular these activities are amongst those people able to engage in them due to their involvement in the online world. It also helps us to estimate patterns of online consumption when (or if) online connectivity approaches a hundred per cent.
In addition, those engaged in the various activities are presented as a proportion of the entire population (users and non-users) to provide a better indication of the growth of online retail over the period. Tracking the growth in the proportion of users does not fully reflect the growth overall when the proportion of users in the population is itself growing strongly.
Our estimates of the proportion of the Australian public that were online in 2007 were 73%, which grew to 81% in 2009, to 87% in 2011and in 2013 it
was 91%.
To demonstrate the implications of this, if the proportion of those internet users who shopped online remained constant over this period, there would still have been growth of 25% in the total number of those shopping online due to the growth in the number of Australians who were online. In the following analysis it is important to keep in the mind these two sources of growth in online retail. Looking now at actually buying online, Table 2 presents data that shows a similar pattern to that for looking for product information in Table 1 The proportion of internet users who shop online in Australia is very similar to comparable countries ( Figure 1 ). Australia, New Zealand, Sweden and the UK have almost identical rates of online shopping at 85%, 86%, 85%
and 87% respectively. Just over three quarters of online Americans purchase over the internet while 68% of Swiss internet users shop online.
A high proportion of Australians shop regularly online. Three in ten online
Australians buy things online weekly compared to 21% of those in New
Zealand and 10% of the Swiss online population. Making travel reservations is a popular online activity (Table 3) In 2007 around six in ten internet users paid bills online (Table 4) . By 2009 this had grown to seven in ten (71%) and by 2011 it was almost three quarters of users (74%). By 2013, four out of five internet users were paying bills online (79%). As would be expected frequency of paying bills online has not changed markedly over the three periods.
Looking across the population as a whole, a clear majority of Australians were not paying bills online in 2007 (57%), by 2013 this had fallen to less than a third (28%). Using the internet to purchase stock and bonds is still very much a minority activity, growing slowly but steadily over the period of analysis. As with a number of our other indicators there was a slight (statistically insignificant) decrease in the proportion of those online investing through the internet between 2009 and 2011. In 2013 20% of internet users were purchasing stocks and shares online, which equated to 18% of the overall population. Event tickets are one of those items that are excluded by the ABS from retail trade measures but are included in a number of the estimates of online retail made be private forecasters. As Table 6 In 2007 just under a half of internet users were purchasing event tickets online, which grew to 63% in 2009, falling slightly two years later to 62%
and rising again in 2013 to 71%. Across the population as a whole, by 2013 65% of adult Australians were buying event tickets online, with 23% doing so at least monthly. In 2013 for the first time we asked respondents how often they used the internet to compare prices. One in ten internet users compared prices online daily while a further third did so weekly (32%). Little over one in ten (13%) never compared prices online. Nine percent of internet users reported having had credit card details stolen in the past year ( Figure 5 ). This seems to be a very high number. The high level of incidence recorded in our survey may be partly due to consumers' recalling fraud that actually happened more than a year ago.
Figure 5
In the past year have you had your credit card details stolen, 2013
Source: CCi World Internet Project data
One of the most interesting aspects of online retail is the interaction between online and offline shopping. Traditional retailers have become very wary of being treated as a free fitting service for online retailers. Assuming that the propensity to engage in this behaviour is not distributed evenly across the population, this issue will be much more important in specific consumer sub-markets. 
Conclusion
This initial analysis of online shopping behaviour has found that across 
Attitudes to online shopping
Starting in 2011 we asked a number of questions about respondents' attitudes to online shopping to deepen our understanding of motivators of, and inhibitors to, online retail.
Almost a quarter of online purchasers in 2011 and 2013 disagreed that it is difficult to return or exchange goods purchased online (Table 9 ). Still users were much more likely to agree with this statement in both periods (55% in 2011 and 50% in 2013) than disagree indicating that this is a concern for actual and potential online consumers. When it comes to assessing product quality online a clear majority of online purchasers agree that it is difficult (72% in 2011 and 71% in 2013). This is a striking result and has clear implications for the types of goods that people will be prepared to purchase online and the importance that consumers will attach to reputable brands online and the importance of trusting the online retailer. Consumers in 2011 and 2013 overwhelmingly agreed that they bought online due to price. In 2013 more than seven in ten agreed that this was the case. The pattern of response for 'I buy things online because I can't find them in stores' was almost exactly the same as for price. Again there was little difference between the results for 2011 and 2013. Consumers recognise that there are limits to their ability to assess quality of products offered for sale and to a lesser extent that returning goods that are faulty or not fit for purpose can pose more difficulties online. They exhibit a strong preference for dealing with websites based in Australia.
Comparing mean value of purchases and numbers of purchases
In our survey we asked respondents to estimate how much they spent on average each month on online purchases. While asking survey respondents to make such estimates based on their memory is not perfect, it does provide a rough basis to understand activity. When we examine mean monthly expenditure by gender (Table 16) Looking at mean number of purchases by gender (Table 17) Over the period of analysis, monthly expenditure by age group has jumped around (Table 18) Mean monthly purchases (Table 19) show a more consistent pattern of increase across the period of analysis. While the value of purchases made by 18-24 olds remained steady in the first three years and declined sharply in 2013, the mean number of purchases made rose steadily. The only age group to record a decrease in activity was 35-49 whose purchases fell slightly between 2009 and 2011 (2.6 down to 2.5). 
Paying for digital content
In 2013 there has been a slight increase in consumers' preparedness to pay for online news. The proportion of consumers who would not consider paying for news online fell from seven in ten to six in ten. Just over one in ten (11%) would be prepared to pay $1.50 or more for a digital version of a newspaper. Less than .50c 8 7 9
Wouldn't consider it 71 70 61
Source: CCi World Internet Project data
As with digital news, Australians in 2013 are slightly more enthusiastic about paying for digital versions of music or video content. Just under a half of consumers in 2013 said that they would not consider paying for a digital copy in lieu of a DVD or CD, down from six in ten in 2011. 
Concluding Remarks
The data and more particularly the analysis presented here is preliminary work that we will be developing over the next months. The main report for our 2013 survey will be released in 2014. This and other analysis from our study can be found at http://www.cci.edu.au/projects/digital-futures .
Appendix 1: Background to the World Internet Project
The first report produced by what has become the World Internet Project was the work of a group of researchers based at the University of California at Los Angeles. The UCLA study team set out their guiding objective as follows:
Our goal is to explore how the Internet influences social, political, cultural, and economic behavior and ideas, as measured by the attitudes, values, and perceptions of both Internet users and non-users.
They went on to outline how they thought their work could contribute:
We hope our findings about the Internet will have broad implications for government policymaking, corporate planning, and social and cultural study. To begin this project now is critical if we hope to fully understand the Internet as it evolves. Had this type of research been conducted on the evolution of television as it emerged in the late 1940s, the information would have provided policy makers, the media, and ultimately historians with invaluable insights about how broadcasting has changed the world. A related issue is that of broadband take-up. This is becoming the key issue in many countries in which the internet is a 'mature' technology, but there is no consensus regarding what constitutes broadband and this definitional problem is exacerbated when looking across countries.
Similarly the evolution of the internet has varied between countries in terms of technologies adopted.
Public policy framing of internet development also varies between the partner countries. Regulating the perceived negative effects of the internet is given more emphasis in some jurisdictions while others are more interested in the economic benefits of the net. 
